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field of e-commerce marketing and information decisionmaking generally contend that customer satisfaction has a
considerable impact on customer loyalty [4,5,6]. However,
the past studies concerning trading community mainly place
emphasis on community identity and community loyalty [7],
community characteristics [8,9], community value
[10,11,12]. There were few studies exploring how trading
community perceptions influence trading website
management. Also the issue of managerial difference of
trading websites resulted from contextual difference was
seldom considered. This study aims to explore the
difference of trading websites management between
mainland China and Taiwan..

Abstract— This study adopts a comparative case study to
explore managerial difference of trading websites between
mainland China and Taiwan. Taobao.com in mainland
China and Yahoo!Taiwan are the selected cases. Through
the credit rating system of the cases, this study collects a
total of 3,243 appraisals of the sellers whose sale ranks first
in eight industries. Each appraisal is used as a unit of
analysis. Firstly there are 13 key management factors
induced in this study. Then the comparative case study
between mainland China and Taiwan is carried out
according to these 13 factors. Finally this study derives
three propositions. These propositions hint some managerial
implications for both storekeepers in mainland China and
Taiwan.
Keywords: trading website,
comparative case study
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INTRODUCTION

The huge market in mainland China attracts many
countries to come into the market. Taiwan can play a role of
transaction platform for the countries tending to enter
mainland China since Economic Cooperation Framework
Agreement (ECFA) signed by mainland China and Taiwan
became effective in 2010. Global e-commerce transactions
in 2006 amounted to 12.8 trillion, accounting for 18% of the
amount of global commodity trading. In mainland China,
the scale of e-commerce in the first quarter of 2009 reached
467 million dollars, compared to 2.6 billion in 1997 to grow
by about 16 times. In Taiwan, the scale of e-commerce in
2009 is more than 3 hundreds of billions (New Taiwan
Dollar) and the annual growth rate is more than 20%. Due to
the rise of a global trend of e-commerce since 1997, ecommerce is receiving more attention. In recent years,
trading community plays an important role in the economic
activity and has higher growth rate.
A trading website provides a platform for merchants and
buyers to trade on this platform. In addition, a trade website
provides a credit rating system to help buyers and sellers to
make decisions of transactions [1,2,3]. The scholars in the
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TRADING WEBSITE

The web has proven to be highly successful is the linkage
of communities of various kinds together in a virtual
network of common aims and needs [13]. Ref. [14]
proposed the definition of virtual community is computermediated spaces where there is a potential for an integration
of content and communication with an emphasis on
member-generated content.
For the quality of trading website, Ref. [15] define equality as the perceived quality derived from the beginning
to the end of the transaction, including information search,
web sites navigation, ordering, customer service interactions,
delivery, and satisfaction with the ordered product. Ref. [16]
states that trust is the central dimension of e-commerce
systems adoption, which is one of the most important
aspects of e-commerce customer relationship management.
Ref. [17] contends that the transverse dimensions of internet
pharmacy include ease of use, content, accuracy, appearance,
and response to the immediacy of privacy. Ref. [18]
proposes the dimensions of online bookstores are tangibles,
reliability, responsiveness, assurance, and empathy. Ref. [19]
points out the dimensions of online stores are motivation,
health, and media richness. Ref. [20] finds the dimensions
of B2C shopping sites are information content, design,
safety, and privacy. Ref. [21] develops a website quality
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A. Key Factors for Trading Website Management
This study collected 3,243 transaction appraisals from the
selected cases. After data examination, classification,
analysis and in-depth interviews, the key factors for trading
website management are shown as follows. We only provide
the appraisal examples, as the evidences to support how
management factors can be induced, for the factor “Business
Image Recognition” due to space limitation.
 Business Image Recognition (1)
This factor is induced from consumers’ degree of trust
towards storekeepers/sellers image. For example, the
appraisals of no. ACA087 and BBA042 revealed that
consumers would recommend a store/seller to other
community members once they recognized their business
image:

measured with four categories: ease of use, usefulness,
entertainment, complementary relationship.
By observing the above studies, there are few studies
concerning the interaction quality among trading
communities. Moreover, the relevant issues of the
comparative analysis of trading community in different
context are seldom emphasized. The main purpose of this
study is to supplement the research gap.
III.

METHOD

This study adopts a qualitative method to carry out a
comparative case study. The selected case in mainland
China is Taobao.com while the selected case in Taiwan is
Yahoo!Taiwan. According to the analysis by Alexa.com in
2010, these two cases rank first in the category of trading
websites in mainland China and Taiwan respectively. The
data collection is mainly from a credit rating system in these
two cases. The concept of a credit rating and feedback
system is initially established by eBay. A credit rating
system provides a platform for sharing information of
transaction appraisals. After completing a transaction
between a seller and a buyer, a buyer can post his/her credit
rating as “positive”, “neutral” or “negative”. In addition, a
buyer can share his/her perception towards this transaction.
Because a buyer fails to be conscious of a seller before
transaction, a buyer intends to search credit rating about
sellers in advance. Therefore, a credit rating system plays an
important role under e-commerce circumstance.
In this study, data source mainly comes from the credit
rating system in the two cases. We randomly sampled the
appraisals in the sellers whose sale ranks first in eight
categories respectively. These eight categories consist of
food, clothing, housing, transportation, education,
entertainment, beauty and 3C (computer, communication
and consumer electronics). The cutting point of data
collection is on 30th April 2010. On Taobao.com, the
historical data evaluated as positive rating just only shows
the latest 200 appraisals in each website. Finally we leaved
669 positive appraisals and 712 negative appraisals by
deleting repetitive and non-informative appraisals, such as
“Good”, “I liked it”, “Great!” etc. For the sake of balancing
the number of appraisals on Yahoo!Taiwan, we collected a
total of 200 appraisals from page 1 to page 10 in each
industry (20 appraisals per page). Finally we leaved 764
positive appraisals and 1098 negative appraisals by deleting
repetitive and non-informative comments. Thus we built a
database consisting of 3,243 appraisals and took each
appraisal as a unit of analysis. There were six analysts
grouped as three teams to analyze the database. The findings
and discussions of this study are described in the next
section.
IV.

ACA087: Sincerely recommend it to all of you. It is
really, really, really good! Oh! My recommendation
seems no good enough. I want all to recommend it. It
is a super good seller…of the legend!
BBA042: The boss is very nice, very enthusiastic! He
offers super bowl merchandises! I’ll come again to his
store to shop some! His service is good, he is a very
positive seller of ultra-high-quality store and is
always thoughtful of buyers. I strongly recommended
him to all. ^^
 Merchandise Perception (2)
This factor is induced from consumer’s perception
towards the traits and characteristics of the merchandise
itself.
 Merchandise Recognition (3)
This factor involves that a consumer shares, his/her
recognition towards a product, with other communities’
members after use of this product.
 Communication Possibility (4)
This factor refers to communication status between a
seller and his/her consumers.
 Privacy (5)
This factor refers to whether a consumer’s personal
information or property is given out publicly by
himself/herself or someone else.
 Community Language (6)
This factor includes the language, symbols, word
expressions, etc. used by the members of online trading
communities.
 Customization (7)
This factor involves consumers’ requests for making
changes or special services on the merchandise according to
their personalized needs.
 Merchandise Delivery (8)
This factor highly considered by storekeepers/sellers
involves all kinds of problems they might experience during
the process of merchandise delivery.

FINDINGS AND DISCUSSIONS

The purpose of this study was to induce the key factors of
trading website management and investigate the differences
for the key factors between mainland China and Taiwan.
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 Merchandise Refund and Replacement (9)
It mainly involves after-sales service problems
experienced frequently by storekeepers/sellers.
 Merchandise Payment (10)
It concerns buyer’s and seller’s behavior to pay and
receive money for a business deal.
 Infrastructure (11)
An infrastructure contains the website style, transaction
process, webpage design, and so on.
 Consumption Warranty (12)
It refers to the protection and regulations given to
consumers by trading websites or relevant decree, when
trading with storekeepers/seller.
 Arbitration of Transaction Disputes (13)
It involves a third-party that is authorized to handle the
arbitration of transaction disputes when transaction quarrels
occurred between consumers and sellers. This third-party
could be a manager of trading website or relevant authorities.

finding revealed that, if Yahoo! Taiwan satisfied consumers
by fast delivery and service of good quality, they would
visit the website again. The consumers of Yahoo!Taiwan
tended to require specific time and location to receive the
merchandises when they were ready to be delivered.
Likewise, the storekeepers/sellers of Yahoo!Taiwan mostly
met buyers’ requirements to proceed the service. Very
differently, a majority of appraisals released by consumers
of Taobao.com were negative. They usually complained that
the delivery was not on schedule or that storekeepers/sellers
changed their attitude after receiving payment from buyers
or had passive attitudes towards merchandise delivery.
Consequently, we obtain the following proposition.
Proposition 2: The storekeepers in Taiwan emphasize
long-term customer relationship while the storekeepers
in mainland China are insufficient in this aspect.
Both consumers of Yahoo!Taiwan and taobao.com
thought highly of storekeepers/sellers’ business image. Of
particular note, neither the consumers of Yahoo! Taiwan nor
those of Taobao.com gave many comments on the factors of
system platform, namely, “infrastructure,” “consumption
warranty,” and “arbitration of transaction disputes.” This
finding revealed that trading websites mainly played a thirdparty role. They had few direct connections with the
transaction service process and merchandise quality;
consequently, consumers rarely commented those factors.
Consequently, we obtain the following proposition.

B. Comparative Analysis of Management Factors of the
Cases
Concerning the comparative analysis for the induced
factors between Yahoo!Taiwan and Taobao.com, this study
made a frequency table as shown in Table 1. More than 75%
of credit appraisals collected from Yahoo! Taiwan were
highly related with the six following factors, namely,
“merchandise delivery,” “business image recognition,”
“communication possibility,” “merchandise recognition,”
“merchandise refund and replacement,” and “merchandise
payment.” Among them, “merchandise delivery,”
“merchandise refund and replacement,” and “merchandise
payment” occupied 40% of the total data. In other words,
the consumers of Yahoo!Taiwan pay more attention to
“transaction mechanism”. As for Taobao.com, more than
75% of credit appraisals mainly involved “merchandise
recognition,” “merchandise perception,” “merchandise
delivery,” and “business image recognition,” among which
“merchandise recognition,” “merchandise perception” were
at 40% of the total data.
Based upon the above findings, the consumers of
Yahoo!Taiwan placed greater emphasis on invisible services
such as the transaction mechanism and communication
during the process of consumption with storekeepers/sellers.
On the other hand, the consumers of taobao.com paid much
attention to the quality of merchandises sold by
storekeepers/sellers and frequently shared comments after
use of a product with other communities in order to gain
recognitions and a sense of achievement from the
communities. Consequently, we obtain the following
proposition.

Proposition 3: Both consumers in Taiwan and mainland
China highly consider business image of storekeepers
and place less emphasis on quality of system platform.
V.

CONCLUSIONS

There are thirteen key factors of trading website
management induced in this study through analyzing 3,243
transaction appraisals. Moreover, based on the factors, a
comparative analysis of the trading websites between
Taiwan and mainland China is carried out. The results imply
three propositions. The managerial implications are
described as follows: 1. The storekeepers in Taiwan should
continuously improve service quality to maintain consumer
loyalty while those in mainland China should verify the
product quality before sale; 2. The storekeepers in Taiwan
should highly focus on customization service and customer
relationship management while those in mainland China
should move towards fostering long-term relationship with
consumers; 3. Both storekeepers in Taiwan and mainland
China should continuously improve business image to
obtain consumer recognition; 4. Both managers of websites
should enhance quality of system platform, such as webpage
design, style, symbols, entertainment, functionality etc.

Proposition 1: Consumers in Taiwan place more
emphasis on service quality while consumers in
mainland China focus on product quality.
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Table 1 Frequency table of management factors of the Cases

1

Yahoo! Taiwan auction website
management
percent
factors
merchandise delivery
21.9%

2

business image recognition

13.0%

34.9%

3
4

communication possibility
merchandise recognition

11.8%
11.1%

46.7%
57.8%

5

9.7%

67.5%

6

merchandise refund
replacement
merchandise payment

7.9%

75.4%

7

merchandise perception

6.4%

81.8%

8

community language

4.7%

86.5%

9

privacy

4.0%

90.5%

10
11

Consumption Warranty
arbitration of transaction
disputes
customization
infrastructure

3.1%
2.9%

93.6%
96.5%

2.3%
1.2%

98.8%
100.0%

Order

12
13

&

total
21.9%
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Taobao.com
management
percent
factors
merchandise
19.9%
recognition
merchandise
19.7%
perception
merchandise delivery
19.2%
business
image
16.6%
recognition
Community language
7.7%
communication
possibility
merchandise refund &
replacement
merchandise
payment
arbitration
of
transaction disputes
customization
Consumption
Warranty
privacy
infrastructure

total
19.9%
39.6%
58.8%
75.4%
83.1%

6.2%

89.3%

3.3%

92.6%

2.5%

95.1%

2.4%

97.5%

0.9%
0.8%

98.4%
99.2%

0.7%
0.1%

99.9%
100.0%

